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MARKETING: WHAT’S THE ANSWER FOR THE 1990s?
Challenged by difficult economic conditions the last 
few years, many accounting firms have modified 
their management styles and practice development 
activities. One reason is that client expectations 
have changed.
Clients now seek greater value for each dollar 
spent on accounting services. They tend to request 
cost-saving suggestions, and carefully weigh the 
cost/benefit implications of these suggestions before 
acting on them. As a result of client demands, suc­
cessful CPA firms have learned to be more cost and 
service conscious than before, and try to give clients 
extra value for the fee by developing creative solu­
tions to their business problems.
Client expectations are likely to continue at a high 
level even as business activity increases, and fee 
pressure is likely to remain. Building client loyalty 
will be difficult in this environment. The process 
will take longer than it did in the past.
Showing interest in clients’ nonbusiness activities 
can help build loyalty. Start a key-contact personal 
data file. This should contain information that helps 
you appropriately recognize dates and events that 
are important to a contact or client. You can demon­
strate support for projects and events in which the 
individual has a particular interest. Offer to attend 
some of the meetings clients have with their bankers 
and attorneys, at no charge to the client. And be 
willing to spend an extra fifteen to thirty minutes 
with clients, occasionally. Let them know "it's on the 
house."
Some other ideas you might consider are to pro­
vide networking contacts to clients and to offer 
them referrals. (Always follow up on referrals, 
whether given or received.) You can also patronize 
their businesses.
Perhaps the single best way to build client loyalty, 
though, is to ask clients to tell you how you can meet 
their service expectations. The knowledge you gain 
can help you anticipate client needs, rather than 
constantly responding to urgent requests for help.
Be an accessible business advisor to clients
Consider extending your office hours on certain 
days (7 a.m. to 7 p.m. on Mondays and Wednesdays, 
for example) or offering flexible options on an indi­
vidual basis. Host receptions for key clients and 
informal gatherings (picnics, sports events, etc.) for 
your staff and client employees.
Visit clients regularly and contact your ten best 
clients every month. Follow up on conversations 
with a written summary of what was discussed, and 
enclose any other information the client might find 
useful. You can follow the same procedure with the 
forty next most important clients, but on a less 
frequent basis, say, quarterly or semi-annually.
Find ways to help clients improve their prof­
itability. Look for cost-saving opportunities and 
help clients take advantage of them. Listen carefully 
when clients discuss business problems, challenges, 
and opportunities, to see if you can propose bene­
ficial solutions and offer creative ideas. Ask your 
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A Firm Dedicated to Service
For our firm to grow and prosper in coming years, 
we need to develop a philosophy of timely, excellent 
service. Our goal is to develop a niche in providing 
this level of service, much as we now pursue indus­
try and technical niches. We know this is an attaina­
ble goal. Everyone in the firm is dedicated to the 
principle and is willing to work as a member of a 
team to accomplish it.
We know we will need to discuss our philosophy 
with clients. But before we do that, we must be in a 
position to meet their expectations and have demon­
strated to each one's satisfaction that we can, in fact, 
render timely, excellent service.
This means we must communicate the firms phi­
losophy to staff and associates in a positive manner. 
We are confident the concept will be well received 
because of their dedication and because, generally, 
people want to be associated with an organization 
that strives for excellence. The few who might not 
will have no alternative but to seek a more limited 
future elsewhere.
We believe every job should be preceded by a 
formal planning meeting of the officer in charge of 
the engagement and the staff who will actually be 
performing the work. They should set specific dates 
for starting and completing the engagement and 
delivering the product to the client, and should pre­
pare minutes of the meeting.
The greatest deterrent to attaining timely service 
goals seems to be the time spent on jobs brought 
back to our office. Where possible, we would like 
staff to complete an engagement at the client loca­
tion before returning to our office.
After the work has been reviewed and is being 
processed, the officer in charge and the staff should 
meet to evaluate the attainment of goals established 
at the planning meeting. The reasons for not meet­
ing goals should be documented and suggestions 
made on how to prevent a repetition of the failure on 
this engagement, specifically, and on others, in gen­
eral. The officer should also document staff perfor­
mance on each job that fails to meet service goals.
Another idea we are considering is to have a mem­
orandum prepared outlining problems on an 
engagement, such as the clients failure to furnish 
timely information. This could then become the 
basis for visiting the client during the summer 
months to discuss what can be done to speed the 
process.
There would be substantial benefits to the client 
in receiving help in solving recordkeeping and other 
problems. In fact, we believe they have a right to 
expect this level of service from their CPA. It would 
also help us. There really is no excuse for allow­
ing a client to repeatedly fail to give us timely 
information.
In situations where we cannot alter a client's rec­
ordkeeping philosophy, the officer in charge should 
make sure there is an awareness of the problem at 
the highest level of the client organization, and that 
this person knows the problem is hampering our 
work and increasing costs. There are instances 
where this is not the case, and we should bring this 
to a clients attention.
In developing our philosophy of timely, excellent 
service, we need to periodically remember to listen 
to and respect our clients, do our best work for them, 
meet their needs promptly, and give them relevant 
solutions to their problems. □
— by W. Michael Larkin, CPA, Monroe Shine & Co., 
Inc., P.O. Box 1407, 222 E. Market St., New Albany, 
Indiana 47150, tel. (812) 945-2311
PCPS Conference Reminder
The private companies practice section of the 
AICPA division for CPA firms will hold its 
annual Spring CPE break for local and 
regional firm partners on May 2-5 at Loews 
Coronado Bay Resort, Coronado, California.
The conference offers partners opportunities 
to discuss practice issues with their peers from 
around the country and to exchange profit­
boosting ideas and suggestions.
To register, contact the AICPA meetings 
department, (201) 938-3232.
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Highlights of Recent Pronouncements
GASB Statement of the Governmental 
Accounting Standards Board
No. 16 (November 1992), Accounting for Compen­
sated Absences
□ Supersedes paragraphs 77 through 80 of GASB 
Statement no. 11.
□ Provides guidance for the measurement of 
accrued compensated absences liabilities by 
state and local governmental entities, 
regardless of the reporting model or fund type 
used to report the transactions.
□ Effective for financial statements for periods 
beginning after June 15, 1993. Earlier applica­
tion is encouraged.
Statement on Auditing Standards
No. 72 (February 1993), Letters for Underwriters and 
Certain Other Requesting Parties
□ Supersedes SAS no. 49, Letters for Underwriters.
□ Amends:
1) SAS no. 26, Association With Financial State­
ments;
2) SAS no. 35, Special Reports — Applying Agreed- 
Upon Procedures to Specified Elements, 
Accounts, or Items of a Financial Statement;
3) Statement on Standards for Attestation 
Engagements Attestation Standards;
4) Statement on Standards for Accountants’ 
Services on Prospective Financial Informa­
tion Financial Forecasts and Projections;
5) The attest interpretation “Responding to 
Requests for Reports on Matters Relating to 
Solvency."
□ Provides guidance to accountants for perform­
ing and reporting on the results of engage­
ments to issue letters for underwriters and 
certain other requesting parties (commonly 
referred to as "comfort letters"), in connection 
with financial statements and financial state­
ment schedules contained in registration state­
ments filed with the Securities and Exchange 
Commission under the Securities Act of 1933 
and other securities offerings.
□ Provides guidance on the format and content of 
comfort letters.
□ Effective for comfort letters issued on or 
after June 30, 1993. Earlier application is 
encouraged.
Statements of Position
No. 93-3 (March 1993), Rescission of Accounting
Principles Board Statements
□ Rescinds the following Accounting Principles 
Board Statements:
1) No. 1, Statement by the Accounting Principles 
Board, April 1962;
2) No. 2, Disclosure of Supplemental Financial 
Information by Diversified Companies, Sep­
tember 1967;
3) No. 3, Financial Statements Restated for Gen­
eral Price-Level Changes, June 1969:
4) No. 4, Basic Concepts and Accounting Princi­
ples Underlying Financial Statements of Busi­
ness Enterprises, October 1970.
□ Effective upon issuance.
No. 93-2 (February 1993), Determination, Disclosure, 
and Financial Statement Presentation of Income, 
Capital Gain, and Return of Capital Distributions by 
Investment Companies
□ Amends the AICPA Audit and Accounting 
Guide Audits of Investment Companies.
□ Provides guidance for financial statement pre­
sentation and disclosure of distributions to 
shareholders, including tax returns of capital, 
for investment companies that are registered 
under the Investment Company Act of 1940, as 
amended, and that qualify as regulated invest­
ment companies under subchapter M of the 
Internal Revenue Code.
□ Effective for annual financial statements for 
fiscal years ending after December 15, 1993, 
and for interim statements for periods in such 
years. Earlier application is encouraged.
No. 93-1 (January 1993), Financial Accounting and 
Reporting for High-Yield Debt Securities by Invest­
ment Companies
□ Amends the AICPA Audit and Accounting 
Guide Audits of Investment Companies.
□ Provides guidance on financial reporting by 
investment companies for high-yield debt 
securities held as investments.
□ Effective for financial statements and for 
audits of such financial statements for fiscal 
years ending after December 15, 1993, and for 
interim periods within such years. Earlier 
application is encouraged.
No. 92-9 (December 1992), Audits of Not-for-Profit 
Organizations Receiving Federal Awards
□ Amends the following AICPA Audit and 
Accounting Guides:
1) Audits of Providers of Health Care Services;
2) Audits of Voluntary Health and Welfare Organ­
izations;
3) Audits of Colleges and Universities;
4) Audits of Certain Nonprofit Organizations.
□ Provides guidance on the auditor's respon­
sibilities when conducting an audit in accor­
Practicing CPA, May 1993
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dance with Office of Management and Budget 
(OMB) Circular A-133, Audits of Institutions of 
Higher Education and Other Nonprofit Institu­
tions, and the 1988 revision of Government 
Auditing Standards, issued by the Comptroller 
General of the United States.
□ Describes the applicability of OMB Circular 
A-133.
□ Summarizes the differences between OMB Cir­
cular A-133 and OMB Circular A-128, Audits of 
State and Local Governments.
□ Describes the auditors responsibility for:
1) Considering the internal control structure 
and performing tests of compliance with cer­
tain laws and regulations;
2) Reporting, and provides examples of the 
reports required by OMB Circular A-133.
□ Incorporates guidance on the following:
1) SAS no. 68, Compliance Auditing Applicable 
to Governmental Entities and Other Recipients 
of Governmental Financial Assistance;
2) SOP 92-7, Audits of State and Local Govern­
mental Entities Receiving Federal Financial 
Assistance;
3) The OMB’s October 1991 Compliance Supple­
ment for Audits of Institutions of Higher 
Learning and Other Non-Profit Institutions;
4) The President's Council on Integrity and Effi­
ciency Standards Subcommittees Position 
Statement no. 6, Questions and Answers on 
OMB Circular A-133, Audits of Institutions of 
Higher Education and Other Nonprofit 
Institutions.
□ Effective for audits in accordance with OMB 
Circular A-133 for periods ending on or after 
December 31, 1992.
Statement on Standards for 
Accounting and Review Services
No. 7 (November 1992), Omnibus Statement on Stan­
dards for Accounting and Review Services—1992 
□ Amends various sections of SSARS to:
1) Clarify existing compilation and review 
practice:
□ Revises the wording of the SSARS com­
pilation and review reports to clarify that 
the Standards referred to in these reports 
are Statements on Standards for Ac­
counting and Review Services. This will 
help readers differentiate the SSARS 
review report from the review report pre­
sented in SAS no. 71, Interim Financial 
Information;
□ Makes obtaining a client representation
Practicing CPA, May 1993
letter a required, rather than an optional, 
procedure in a review engagement;
□ Exempts a practitioner who types or 
reproduces financial statements, without 
modification, from compiling those state­
ments.
2) Clarify existing guidance:
□ Clarifies the applicability of SSARS 1, 
Compilation and Review of Financial 
Statements, by indicating that in certain 
circumstances, an accountant may per­
form a review of a public company under 
the provisions of SSARSs;
□ Indicates that the definition of generally 
accepted accounting principles and the 
hierarchy of established accounting prin­
ciples presented in SAS no. 69, The Mean­
ing of Present Fairly in Conformity With 
Generally Accepted Accounting Princi­
ples in the Independent Auditor’s Report, is 
also applicable to compilations and re­
views of financial statements performed 
under SSARSs;
□ Indicates that the source of guidance for 
evaluating the adequacy of disclosure in 
financial statements prepared in con­
formity with another comprehensive 
basis of accounting is paragraphs 9 and 
10 of SAS no. 62, Special Reports;
□ Informs the reader of sources of guidance 
for preparing and reporting on financial 
forecasts, projections, and similar pre­
sentations;
□ Makes explicit that the accountant is not 
required to communicate to a client 
errors that are not material and irreg­
ularities or illegal acts that are clearly 
inconsequential;
□ Indicates that guidance for evaluating the 
adequacy of disclosure of going-concern 
uncertainties is found in paragraphs 10 
and 11 of SAS no. 59, The Auditor’s Consid­
eration of an Entity’s Ability to Continue as 
a Going Concern;
□ Clarifies the accountants reporting re­
sponsibilities in a compilation or review 
engagement when he or she decides there 
is an uncertainty about an entity's ability 
to continue as a going concern.
□ Deletes SSARS 5, Reporting on Compiled 
Financial Statements, because the provi­
sions of that Statement have been incor­
porated into SSARSs 1, 2, and 3.
□ Effective for periods ending after Decem­
ber 15, 1993. Earlier application is 
encouraged.
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Your Voice in Washington
AICPA charts new legislative directions
The American Institute of Certified Public Accoun­
tants wants to take advantage of the new environ­
ment in Washington to move its interests forward. 
To do so, the profession must remold its image on 
Capitol Hill, where it is seen as resistant to change. 
This perception of the profession is blocking action 
in other areas, such as liability reform, that are 
important to CPAs.
An important first step toward fashioning a new 
image occurred recently. The AICPA won an impor­
tant victory in its long battle with the sponsors of 
the "Financial Fraud Detection and Disclosure Act,” 
H.R. 574, to ensure that the private sector retains 
the principle responsibility for setting auditing 
standards under the bill. This agreement cleared 
the way for the AICPA’s endorsement of the bill.
Bolder tax stances by the AICPA are likely, too 
The AICPA tax executive committee recently 
approved a new tax policy statement proclaiming 
the Institutes commitment to opposing needlessly 
complex funding proposals. The policy calls for 
change in the legislative process to produce less 
complex tax laws.
The fiscal year issue is a clear illustration of how 
the policy may be used. The AICPA notified Congress 
it no longer supports the section 444 proposal it had 
developed as a means of easing the workload com­
pression problem. Furthermore, the AICPA asked 
that the proposal not be included in any tax bills 
during this Congress.
When the idea was first accepted by congressional 
tax writers, it seemed that a solution might be 
achieved. By the end of the legislative process, how­
ever, the AICPA proposal had been modified to the 
point that it would have made the workload com­
pression problem worse. This approach is now dou­
bly unworkable because a possible increase in 
personal rates to 36 percent would mean a rise to a 
38 percent rate (as opposed to the 29 percent 
required when the section 444 changes were first 
enacted) in the required deposit to the IRS for 
pass-through entities making a "new" section 444 
election.
In pursuit of a solution to the problem of work­
load compression, the AICPA is telling Congress that 
businesses need to be allowed to use a natural busi­
ness year for tax purposes, without being penalized 
by required interest-free loans to the government. 
Given today's fiscal and budgetary environment, 
however, where tax provisions must—by law—be 
revenue neutral, it seems likely to be a long, uphill 
battle. □
Conference Calendar
Spring Tax Division Meeting*
June 2-4—Mayflower Hotel, Washington, DC
Recommended CPE credit: 8 hours
Divorce Conference
June 3-4—Las Vegas Hilton, Las Vegas, NV
Recommended CPE credit: 16 hours
Tax Strategies for the High-Income
Individual
June 3-4—The Sheraton, New Orleans, LA
Recommended CPE credit: 16 hours
MICRO93-Microcomputer Conference 
and Exhibition
June 13-16—The Sheraton Boston & Towers,
Boston, MA
Recommended CPE credit: 20 hours




July 12-13—Sheraton Palace, San
Francisco, CA
Recommended CPE credit: 16 hours
Employee Benefits
June 28-29—The Capital Hilton, 
Washington, DC
Recommended CPE credit: 16 hours
Not-for-Profit Conference
July 8-9—Grand Hyatt, Washington, DC
Recommended CPE credit: 16 hours
Healthcare Conference
July 19-20—Bally's Casino Resort,
Las Vegas, NV
Recommended CPE credit: 16 hours
National Practice Management and Firm
Administration Conference*
July 19-21—The Capital Hilton, Washington, 
DC
Recommended CPE credit: 22 hours
CPAs Role in Litigation
July 22-23—Hyatt La Jolla, La Jolla, CA
Recommended CPE credit: 16 hours
Estate Planning Conference
July 28-30—Sheraton Palace, San
Francisco, CA
Recommended CPE credit: 24 hours
To register or for more information, call the 
AICPA CPE division, (800) 862-4272.
* Call the AICPA meetings and travel 
department, (201) 938-3232.
Practicing CPA, May 1993
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Proposed SOP Affects Your Practice
The American Institute of CPAs accounting stan­
dards executive committee (AcSEC) has cleared for 
exposure a proposed statement of position (SOP), 
Disclosure of Certain Significant Risks and Uncer­
tainties and Financial Flexibility, that would apply 
to all entities that prepare financial statements in 
conformity with generally accepted accounting 
principles. Designed as an "early warning system" 
to counter criticisms over unexpected financial 
failures, the proposed SOP will require financial 
statement disclosure of the following items:
Nature of operations. All entities would have to 
provide a description of the major products or serv­
ices the entity sells, and the principal markets, 
including their locations.
Use of estimates in the preparation of financial 
statements. All financial statements would have to 
include an explanation that their preparation 
requires the use of estimates by management.
Certain significant estimates. If a reasonably pos­
sible near-term change in an estimate will have 
material results, the potential effects on the finan­
cial statements must be discussed.
Current vulnerability due to concentrations. If it 
is reasonably possible that any concentration makes 
the entity vulnerable to near-term severe impact, 
this disclosure would require descriptions of the 
concentration, the possible adverse event, and its 
possible impact on the financial statements.
Financial flexibility. If it is reasonably possible 
that an entity won't be able to pay its expected near- 
term cash outflows without taking certain actions 
(e.g., arranging new loans or restructuring loans), 
this disclosure would require discussion of manage­
ment’s expected course of action. The extent of the 
discussion would depend upon the severity of the 
situation.
The exposure draft is quite extensive and includes 
numerous disclosure examples, as well as back­
ground information and decision flowcharts. Prac­
titioners should pay particular attention to the 
examples for the types of situations where dis­
closure is not required.
While the proposed SOP's disclosures may be sim­
ilar to or overlap existing requirements, par­
ticularly FASB statements nos. 5 and 105 and SAS 
no. 59, it does not alter them. Rather, it supplements 
them and extends the disclosure requirements to 
areas not currently covered.
In the transmittal letter accompanying the 
exposure draft, AcSEC requests respondents to 
address the following areas:
Scope. Should the SOP be applicable to all 
entities of all sizes or should certain ones 
be excluded due to cost/benefit or relevance 
considerations?
Certain significant estimates. Should the SOP 
require disclosure of the factors that cause an esti­
mate to be sensitive to material change?
Current vulnerability due to concentrations. Are 
the criteria for disclosure and the definition of 
"severe impact" sufficiently clear, and could the 
required disclosures be considered proprietary or 
confidential?
Financial flexibility. Should the SOP establish 
requirements for the preparation of cash flow fore­
casts by entities that do not, in some cases, currently 
prepare them?
Placement of disclosures. Should the SOP require 
the disclosures in the basic financial statements, 
thereby requiring the CPA to be associated with the 
information?
A minority view of four members of AcSEC who 
dissented from the issuance of the proposed SOP is 
included, and raises additional points regarding 
increased responsibility for preparers and 
independent accountants, the subjectivity of the 
information, and its cost and benefit. □
— by Ernest F. Baugh, Jr., CPA, Joseph Decosimo and 
Company, Tallan Building, Suite 1100, Two Union 




The private companies practice section tech­
nical issues committee (TIC) alerts readers 
that the above proposal applies to even the 
smallest reporting entity preparing GAAP 
financial statements and could significantly 
increase the difficulty and cost of performing 
reviews and full-disclosure compilations. TIC 
suggests a close reading of the minority view, 
especially its concerns over the potential need 
to prepare cash flow projections, possible 
exposure to excessive risks, and the lack of 
recognition given to small-entity environment 
realities.
TIC urges all local firms to comment on the 
exposure draft, especially on how it might be 
made less onerous to smaller clients in terms of 
cost and sensitivity of information disclosed. 
Wherever possible, provide reasoned, prac­
tical examples in support of your views.
Practicing CPA, May 1993
7
AICPA Offers Affinity Programs
The American Institute of CPAs has agreements 
with several companies that enable members to 
take advantage of group buying power and obtain 
certain products and services at substantial dis­
counts. Current affinity programs offer savings on
□ Xerox office equipment. Members can obtain a 
15 percent to 20 percent discounted price on the 
purchase or lease of all office equipment pro­
duced by Xerox Corporation. The agreement 
does not include service contracts or supplies, 
but the discount will apply over and above 
Xerox’s promotional discounts and periodic 
trade-in progams.
Call (800) 832-6979, ext. CPA, or your local 
Xerox representative for sales information.
□ Overnight delivery. An agreement with Airborne 
Express offers members a rate of $8.75 for 
delivery of an 8 oz. overnight letter — a savings 
of approximately 44 percent over any available 
standard overnight delivery fees. Member rates 
include flexible free pickup and next-morning 
delivery. Even larger discounts are available for 
shipping over 100 packages per month.
To enroll, call Airborne Express, (800) 
289-2776.
□ Long-distance telephone calls. Sprint offers par­
ticipating members a 5 percent discount off its 
lowest service fees for long-distance business 
and residential telephone calls.
For information, call (800) 473-0898.
□ VISA credit cards. Offered through Marine Mid­
land Bank, N.A., the card has no annual fee. The 
current variable annual interest rate is 15.2 
percent for VISA Gold and 17.2 percent for 
VISA Classic. The interest rate on outstanding 
loan balances transferred from higher-rate 
credit card accounts will be 9.9 percent until 
December 31, 1994.
For an application, call Marine Midland 
Bank, (800) 446-5336, and ask for operator 
AICPA-1, or write to Marine Midland Bank/ 
AICPA, P.O. Box 4707, Buffalo, New York 
14240-8896.
□ Auto rental. Agreements with Hertz Corpora­
tion and National Car Rental offer members 
discounted rates for daily, weekly, weekend, 
and monthly car rental. Call 
Hertz, (800) 654-2210, ID#12353 
National, (800) 227-7368, ID#6100848.
To suggest new affinity programs or obtain more 
information, call Michael P. Molaro at the Institute, 
(212) 596-6125 □
Questions for the Speaker (Asking 
clients for referrals)
A participant at a management of an accounting 
practice conference asked, "How can we convince 
clients the level of service they receive won’t suffer if 
they recommend more business to us?” Practi­
tioners often worry about clients’ reactions to their 
asking for referrals, so we asked our editorial 
advisers and their associates to comment on this 
question.
Abram J. Serotta, an Augusta, Georgia, practi­
tioner, says a CPA firm should have a strategic plan 
concerning its growth and method of servicing that 
growth. “In our firm," he says, "we predict billings 
and, based on that prediction, try to determine staff 
needed to provide services to clients. By anticipat­
ing our needs, and by training staff prior to obtain­
ing new business, we can continue to provide 
services on a timely basis.”
Mr. Serotta says if clients are worried that refer­
rals will lower the level of service they receive, it is 
the responsibility of the partner in charge of these 
clients to reassure them. He adds that it is impor­
tant to not only thank clients for referrals but to 
offer something extra in appreciation. This might 
include inviting clients to lunch to talk about their 
concerns and also to let them know it is important 
they recommend business to your firm.
"Why do we do this to ourselves?,” asks James P. 
Luton, an Oklahoma City CPA. Mr. Luton says CPAs 
are always complaining about how busy they are 
and are often slow to respond to clients' needs. 
"Then we wonder why they don’t refer business,” he 
says. Mr. Luton suggests telling clients you want 
more good clients like them. "Tell them about your 
leisure time," he adds, “not about the long hours you 
work."
Dennis A. Hein, a Wheat Ridge, Colorado, practi­
tioner, says firms can grow when clients refer busi­
ness and can leverage the services they provide. This 
means that services which do not require partner 
expertise can be done by staff with lower billing 
rates. Also, gaining new clients in a particular 
industry enables the CPA firm to provide specific 
and more economical services to clients in that 
industry. All clients benefit from that. □
Editor’s note: Section 105.06 of the AICPA Manage­
ment of an Accounting Practice Handbook has some 
further ideas on developing referral sources, including 
clients, bankers, lawyers, and other professional 
acquaintances. To purchase the handbook, or for 
information, contact Practitioners Publishing Com­
pany order department, tel. (800) 323-8724.
Practicing CPA, May 1993
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Marketing: What’s the Answer?
(continued from page 1)
professional staff to talk to clients' staff about the 
same issues, and to give you a report.
Keep clients up-to-date about accounting changes 
that affect them, and read industry and trade pub­
lications that relate to their businesses. Send news­
paper clippings and copies of relevant articles to 
clients and discuss key issues with them at lunch. 
Be open to new service opportunities.
Involve everyone in marketing
Develop a firm-wide marketing plan that gives mar­
keting responsibilities to every individual. If your 
firm does not have a marketing director or coordi­
nator, designate one person to be responsible for 
facilitating and directing the effort. Think about 
holding CPE sessions on marketing topics for all 
partners and professional staff, and having everyone 
develop individualized marketing plans. Let people 
know what is expected of them regarding market­
ing, and keep in mind that it is most important to set 
up a system to reward individual efforts and results.
The marketing plan must support the firm’s long­
term goals and objectives. Individual marketing 
activity must be tracked and people held accounta­
ble if the plan is to be successful. Once you have 
some demographic information about your target 
market, and a psychograph of it, be prepared to use 
a variety of marketing techniques to effectively 
communicate your message. Your plan should be to 
add at least two new referral sources or networking 
contacts to your list each month, and to maintain 
regular communication with the best ones.
In the 1990s, a growing number of CPA firms will 
have clients who are involved in international oper­
ations. As trade expands across borders, you should 
be prepared to go outside your traditional service 
area to pursue opportunities in other states and 
countries. You can begin your involvement by par­
ticipating in activities where you meet the owners 
and executives of growing companies, and by taking 
CPE courses dealing with international accounting 
and business.
There is no simple answer to the question of how 
to market services to clients in the 1990s. Success 
will be found in constantly determining client 
needs, exceeding their expectations, and nurturing 
a relationship with them. It is an ongoing and 
painstaking process. □
— by Tammy A. Linn, Tammy Linn & Company, 
6360-2E. Thomas Road, Suite 128, Scottsdale, 
Arizona 85251, tel. (602) 994-0007
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